focused their attention on issues related to design development and the expression of animation.
2) However, there is a lack of research on consumer buying behavior as it relates to characterized products, as well as on the variables that shape buying behavior of both parents and children. Research related to characterized products, in particular, usually focuses on the children's point of view. When children want to buy characterized fashion products, they often focus on the character itself but not on the quality, the price, or the design of the product. Lee and Chun 7) noted that characterized fashion items provide a stimulus to imagination and an aesthetic sense that evoked both possessive feelings and personality. Indeed, adding a character to a product is an effective marketing tool used by manufacturers either to entice children to buy their product directly or to implore their parents to buy it.
II. Review of literature 1. Characterized Children's Fashion Products

8)
The characterized product market continually expanded until the 2008 recession, after which it declined in overall market size; it reported that sales of licensed merchandise in the U.S. were around $88.8 billion in 2010. 9) According to a survey conducted by Mintel with adults (N=2000), the majority (57%) surveyed said that they bought characterized merchandise in 2010.
Fashion items including apparel, accessories, and footwear comprise about 18% of the characterized product market. 10) Among apparel items, T-shirts and sweatshirts most often feature characters. According to Mintel's "Character merchandising US " report - 11) 6-11-year-old kids, and older children have the greatest affinity for characterized merchandise, as they were more willing to use products with a character on it, collect character toys, and wanted character toys and clothing that their friends had. Parents of children aged 6-8 were also more likely than parents of children aged 9-11 to say their children like clothing with cartoon characters or images. 12) Children make their purchasing decisions based on familiarity, rather than on product information. If they see a character on the package as a sign of familiarity, children are reassured that the item is right for them. 13) In America, children's influence in the shopping arena has continued to grow over the past 20 years. 14) Some parents have loosened their control and let their children make decisions about many household products. 15) Much research that studies the children's fashion market or characterized product market, focused on children's buying behavior. Because a character is an important stimulus in children's decision making, marketers are pushed to adapt characters from movies, TV shows, and games for use on their products.
Even though children like characterized fashion products, they cannot buy the products without parents' permission most of the time because parents still maintain control of financial resources and decide what to buy for children.
In a study on the process of buying children's clothing, only 3% of participating parents do not interfere when their child buys clothing, while 80% of parents choose their child's clothing. 16) In other words, the users of children's characterized fashion products are children, but the buyers are parents. Therefore, the parents, who are empowered to buy characterized fashion products, should be considered as research subjects. Because the main users of characterized fashion products are children aged 6-11, the subjects of this research were determined to be parents who are raising at least one more elementary student.
Parenting Style in Parents' Buying Decision Making
Most researchers cited Diana Baumrind's concept of parenting style to describe broad parental situation. 17) She 29) , parents have an interest in peer influence. Peer pressure starts as early as 6 years old 30) , and plays an increasingly important and sophisticated role for ages 8-12 because children in this age group develop a strong commitment to their peer group. 31) For instance, Peer-to-peer (P2P) marketing using children has been adopted by children's product marketers as one of the most effective marketing strategies. 32) The subjects of this research are the parents of elementary students. Therefore, the parental attitude toward children's social acceptance was assumed to be one of the most important influence factors of parenting style.
3) Educational involvement
Many researchers studied the relationship between parenting style and educational involvement. Among adolescents' parents, more authoritative parents were found to demonstrate more intrinsic motivation in their children's academic pursuits 33) , and are more expected to be involved in their children's education.
34)
Parental educational involvement is much more likely to promote adolescent school success.
Authoritative parenting which parents show high acceptance, supervision, and psychological autonomy granting leads to better adolescent school performance and stronger school engagement.
35)
The Mintel report suggested that parents are positive toward characters used for educational purposes; for example, they approve of characterized T-shirts for good messages, and was predicted to reach $7 billion by 2011.
In other words, the educational value of characterized products has been increased. If parents are more involved in child education, they may look for more educational utility or message when they buy characterized products.
However, the research related to parental educational involvement on children's product buying is seldom found.
4) Media exposure
Children's television product requests and parents' restriction on television viewing were significantly related to parents' perception regarding children's use of evaluative criteria. 38) For instance, the more frequently children asked for products that they saw on television, the more conscious children were reported to be of brand, color, peers, and style. However, those who frequently requested television products were reported as being less conscious of price; this finding may be because prices are hardly mentioned in advertising to children 39) , or they may not realize the price of the product as a limiting factor for consumption. 
III. Methodology
The purpose of this study are ( 
Samples & Data Collection
This research adopted a judgmental sampling technique in convenient. 
Data Analysis & Results
Three different item analysis approaches were undertaken to assure unidimensionality within With respect to parenting behavior, the items were first factor analyzed to assess their dimensionality and measurement properties.
Cronbach's alpha scores were calculated in order to check the internal consistency and reliability for each scale. Given that a
Cronbach's alpha of .60 or better is desired for any measurement scale 59) , all scales were stable: Table 1> .
Similarly, the internal consistency and reliability of parents' perceived importance of valuation criteria used to evaluate characterized children's fashion products was examined for each factor: for example parents' interpersonal characteristic influence or demographic influences.
